I INTRODUCTION
Sales promotions are key tools to market goods and services. The ways to trade are changing rapidly, due to internet and other new technology means that allow wide new possibilities to promote products globally. This has raised concerns by EU legislators, who are confronted with the need to protect consumers at the same time that they need to avoid hindering free movement of goods within the Internal Market.
There have been a good number of legal initiatives within the EU, including several Green papers on commercial communications', the information allowing direct access to the activity of the company, organisation or person, in particular a domain name or an electronic-email address and -communications relating to the goods, services or image of the company, organisation or person complied in an independent manner, particularly when this is without financial consideration.
Sales promotions includes any kind of discount, free gift, premium or an opportunity to participate in a promotional contest or game with the aim of promoting goods or services. They are a key multi-faceted tool that can be adjusted to various circumstances to break into new markets with innovative products, to encourage customer loyalty, to stimulate short-term competitive action, to rapidly respond to lost sales and to efficiently manage stocks.
According to the EU Commission, the design, execution and communication of sales promotions accounted for well over one million jobs in the EU in 2000. Investment in nine of the Member States was estimated to total over 40 billion Euro. The Commission argues that sales promotions are essential to the development of cross-border trade in products and services within the Internal Market, particularly as regards small innovative small and medium sized enterprises, who are key in the achievement of service innovation and sustainable growth. The EU thus urgently needs a regulatory framework for the efficient cross-border use and commercial communication of sales promotions.
II CURRENT SITUATION IN THE EU 1 Law in force
After carrying out a two and a half year analysis by a group of experts from the Member States, the differences in national regulations relating to sales
